Introduction
Customer satisfaction is one of the key elements of a company's financial performance and profitability (Anderson and Fornell, 1994) . It is also related to the fulfilment of implicit and explicit customer needs by a product or service attributes (Tontini, Søilen and Silveira, 2013) .
Transforming the voice of the customer (VOC) into design requirements for satisfying the target group may help the company capture the largest share of the market (Yang and ElHaik, 2008) .
In an extremely competitive global marketplace, a firm's success resides not only in satisfying customers, but delighting them (Oliver, Rust and Varki, 1997) for exceptional behavioural consequences such as loyalty or positive word-of-mouth, through the creation of value (Yang and Sung, 2011) . Managers cannot start the design process without having a clear image of the attributes which will differentiate and create added value for their new product or service in the marketplace. Therefore, needs and expectations of future clients need to be listed, properly visualized and discussed before transforming them into design requirements. This list is usually realized by applying the Kano model of product attributes (Kano, 1984) which influences customer satisfaction and the Kano questionnaire for classifying customer requirements.
In the last 30 years, we have witnessed an exploration and an explosion phase of research in the area of the theory of attractive quality. Witell, Löfgren and Dahlgaard (2013) argue that further development of the Kano methodology is necessary for creating new and attractive products. In this line of reasoning, after a thorough analysis of the literature presented in the next chapter, the authors propose a theoretical contribution to the ongoing debate about the Kano methodology. The HWWP model measures customer quality attributes for a new product or service successful design in the light of customer importance of wants and customer satisfaction. It visually outlines customer quality attributes situated in four different domains which help specialists understand their position in the customer's mind. In the same time, this proposed model represents a useful tool throughout the new product's lifecycle. The model's theoretical foundation is explained with the help of a case study which envisages its practical usability for business performance. The methodology, results and discussions of the case study expose the HWWP's implications in managerial strategic decision making. The last section concludes the main contributions of the paper and paves the way for future research in the area of the theory of attractive quality.
Theory of attractive quality debate
Kano et al (1984) 's theory of attractive theory started as an attempt to better explain the roles that different quality attributes play for customers when desiring a product or service. A methodology was constructed for theory application which classifies quality attributes in one of six quality dimensions based on customer questioning regarding the presence or absence of a product or service feature.
If the feature finds itself in the A -attractive category, the customer has not thought about this characteristic but he likes the idea if it comes as a surprise. Attractive features are the ones that differentiate renowned brands from competition. If attractive means not expected, O -one-dimensional refers to desired features the user is willing to pay for. The M -must-be category is an expected feature, the consumer assumes it as a basic requirement. The Iindifferent category represents a feature which has no influence on customer satisfaction or dissatisfaction and R -reverse category expresses a backwards influence on customer satisfaction.
As pointed out by Witell, Löfgren and Dahlgaard (2013) , research in this area has seen three different phases: an emergence, an exploration, and an explosion of research articles and debates regarding the Kano model. We consider ourselves still remaining in the explosion phase, where several debates have taken place regarding the classification of quality attributes.
Quality attributes -assignment in a category
In the analysis phase of the Kano questionnaire, when two categories were seen as close to one another for a single attribute, researchers developed different solutions. Matzler (1996) used a special evaluation rule "M>O>A>I" for a clear quality attribute category assignment. Newcomb and Lee (1997) classified the attributes in this situation as a combination, and Kano (2001) proposed a new approach regarding an attribute with two strong categories, talking for the first time about quality attributes' dynamics. Thus, the lifecycle of a quality attribute states that it will change in time from being indifferent, to attractive, one-dimensional and ultimately must-be (Löfgren and Wittel, 2005) . Each new Kano refined model must take into consideration this lifecycle, even when designing a new product from scratch.
Quality attributes -classified based on importance
It has been observed that quality attributes affect customer satisfaction differently.
Although the Kano model has many uses, Yang (2003) considered it inefficient in identifying the rate of importance for each specific attribute. Martensen and Grönholdt (2001) classified quality attributes emphasizing the importance of customer wants. The Importance-Satisfaction model (IPA) has also identified the importance degree of each attribute as one criterion for its matrix. By keeping the importance degree customers give to specific attributes, we are able to understand which attributes are minimum requirements and which can be ignored.
Tontini, Søilen and Silveira (2013) argue that it is extremely important to avoid customer dissatisfaction by achieving adequate performance of must-be attributes before offering attractive or one-dimensional attributes. Only in this manner the one-dimensional and attractive attributes will positively affect customer satisfaction. At the same time, Moorman (2012) suggests that smart money is invested in one-dimensional and attractive features because those are the attributes which capture the hearts and minds of customers, triggering delight. The question appears: "How to order and understand customer quality attributes and not dissatisfy customers but delight them?"
Refined attractive quality models
In the attempt to answer this question, Yang (2005) has developed a refined Kano model categorizing quality in four domains (attractive, one-dimensional, must-be, and indifferent), each with two subcategories. This approach was a step closer to a Kano methodology development, because the traditional six categories have been reduced to four, discarding reverse and questionable elements with no strategic importance.
Kuo, Chen and Deng (2012) proposed a mix between the Kano model and the ImportancePerformance Analysis (IPA). Nevertheless, the IPA-Kano model has limited practical usability due to the fact that the three series of attributes (must-be, one-dimensional, and attractive) are introduced in a two variable diagram (importance and performance) as circles.
The circle with the highest perimeter is represented by attractive attributes, this implying that they can have higher importance than must-be attributes, which is not the case.
The HWWP model for new product or service design
The refined attractive quality models discussed, even though interesting, are not suited for a product or service design from scratch where we do not have previous performance knowledge. Due to the fact that we are not able to measure previous performance for a new product or service attribute, we must take into consideration its value-added potential, Berger et al. (1993) 's positive better numbers in relation with customer satisfaction.
Value-added activities or product/service characteristics enhance customer delight because this positive emotional state results from having one's expectations exceeding to a surprising degree (Rust and Oliver, 2000) . Therefore, value triggers satisfaction and delight, becoming critical for success.
All attributes researched for a specific new product or service will therefore pass through the reading glass of its customers regarding their importance degree and the value it adds for their satisfaction, taking into consideration the quality attributes lifecycle for strategic design.
Therefore, the proposed model is introduced in a two variable diagram formed by importance of customer wants and the value added potential of specific quality attributes.
The origin of the HWWP model in Maslow's hierarchy of needs
We have compared Yang (2005) Extrapolating, each firm can become a warrior in the global battlefield for market share.
Must-be attributes represent the corporate product's basic needs for survival, the functional needs envisaged by Salado and Nilchiani (2013) as the expression "I want it to work" and Kano et al.(1984) 's necessity factors. These basic needs were related to psychological health by Lester et al. (1983) . Without must-be features, the product or service manifests sickness and potential death. A normal state is assured by meeting these needs. Without this level fulfilled, we cannot enrich the offer and scale success. Due to quality attributes' dynamics, an attribute will change over time from being a satisfier to a "dissatisfier" (Löfgren and Wittel, 2005) , from an attractive to a must-be feature.
This lifecycle can be applied to Maslow's hierarchy of needs. A photo camera on a mobile phone was an attractive attribute determining an esteem need in the early 2000s, becoming quickly one-dimensional and than a must-be functional feature. Nowadays most mobile phones, even inexpensive ones, are sold with a camera. It is considered a must-be feature which assures a certain degree of health for the producing company. Quality attribute categories change with time as customer needs change with different offerings and lifestyles.
In the same way, a company must adapt its weapons and wealth to respond quickly to market needs.
The four domains of the HWWP model
The complexity of each domain is revealed by the stages it comprises (Fig.2) . The HWWP model measures customer importance on a 3-5-9 scale where 1 -"Not at all Important" and 9 -"Extremely Important", and value-added characteristics with the help of the customer satisfaction coefficient (Berger et al., 1993) .
Health domain (high importance, low value-added, must-be characteristic)
This first domain refers to Herzberg, Mausner and Snyderman (1959)'s "motivation hygiene theory" and represents, as Kuo, Chen and Deng (2012) suggest, attributes essential to enterprises as health is to the human body. Depending on the importance and value-added variables, these must-be characteristics are classified into four groups:
• costly insurance (7-9 very high importance, 0 -0.25 very low value-added) -a product or service characteristic situated in such a category has to be maintained or insured at all costs solely because insufficiency may lead to problems which could disturb the new service's potential success. It does not supply enough value to assure company growth, representing only a costly requirement for existence;
• anaemia (5-7 high importance, 0 -0.25 very low value-added) -because these attributes do not cause extensive dissatisfaction and do not provide enough value, the investment in them may cause a sickly state and may exhaust resources. It is advisable to avoid such category attributes for new products and services;
• assurance (7-9 very high importance, 0.25 -0.5 low value-added) -must-be characteristics from this category guarantee a basic level of efficiency. With some sort of value and a high importance, their provision is extremely important for the soundness of the newly designed business;
• endurance (5-7 high importance, 0.25 -0.5 low value-added) -do not affect the service or product future survival because they are not a fatal quality, but they may be important if the value-added variable is promising and the cost is reasonable.
Weapon domain (high importance, high value-added)
The second domain describes the four main strategies a company can use for new product or service differentiation. They represent weapons against possible competitors which secure a good position in the marketplace. These attributes are important and provide value for the customers, the perfect mix to ensure future gains. Depending on the importance for customers and the value they add to the service, the categories of this one-dimensional domain are:
• shield (7-9 very high importance, 0.5 -0.75 high value-added) -the very high importance of these attributes ensures a comfortable place of the product or service regarding possible competitors. They are safeguard attributes, which cannot win a war by themselves, but keep the product or service affront;
• helping hands (5-7 high importance, 0.5 -0.75 high value-added) -these specific attributes advocate customer's desires. Even if importance is not critical, they are appreciated and their fulfilment is welcomed, producing value and satisfaction. The significant concern regarding users produces a comfortable state and ensures a place at the rich man's table in the mind of the consumer;
• strategic advantage ( 7-9 importance, 0.75 -1 very high value-added) -this strategy comprises the product or service main development reason, the idea from which the new offer originated. Without at least one such attribute a company's new product or service is doomed to failure. The very high importance and the value it adds to the service make this category the most relevant of the entire model;
• tactical device (5-7 high importance, 0.75 -1 very high value-added) -brings value to the product or service, satisfying customers in a way in which it supports the strategic advantage.
Wealth domain (low importance, high value-added)
The third domain of the IVA-Kano model can be easily represented as a treasure hunt experience because, as Kuo, Chen and Deng (2012) argue, people can live without jewellery, but are happier when they find and own some. In the same way, insufficient attractive characteristics do not lead to customer dissatisfaction, but they reserve a delightful experience for the one who finds and exploits them. And because the loyalty curve is relatively flat within the zone of satisfaction and climbs rapidly as a result of delight or exceptionally high satisfaction (Dick and Basu, 1994), attractive high valued characteristics represent the wealth of an offer. The four categories it comprises are:
• precious jewellery (3 -5 low importance, 0.5 -0.75 high value-added) -this category depicts attractive attributes, which add value to customer experience and therefore induce an emotional state, engaging the user with the new product or service in the same way in which precious jewellery triggers an emotional response in the person it is offered to;
• valuable item (0 -3 very low importance, 0.5 -0.75 high value-added) -the valuable item category represents attractive characteristics which are limited to the conception of the product or service, but with time they may be developed and lead to future success. These attributes constitute the basis of a continuous renewal of the newly designed product or service;
• goldmine (3 -5 low importance, 0.75 -1 very high value-added) -fascinate customers. With adequate promotion and customer education, attributes from this category can literary become a goldmine. When designed, the company specialists must estimate the impact of such an attractive option and invest adequately as to transform it in a strategic advantage in years to come. This represents a real strategic thinking in the conception phase of a new product or service;
• undiscovered diamond (0 -3 very low importance, 0.75 -1 very high value-added) -if resources allow, an unimportant attribute with high value may be turned into a radical innovation which in time can develop tactical or strategic advantages as a weapon in the marketplace. A new product needs not only well-defined and acknowledged characteristics but also undiscovered or raw attributes in a continuous renewal path for competitive advantage. Thus, we must conceive something suitable today which will develop into something extraordinary tomorrow.
Prospect domain (low importance, low value-added)
The last domain envisages a quadrant with four prospective categories. These items do not represent a priority, some may not be taken into consideration in the conception and design stage of a new product or service, but a small amount with the right corporate strategy can become future competitive weapons. The categories of the prospective domain are:
• dilemma (3 -5 low importance,0 -0.25 very low value-added) -these characteristics have a certain amount of importance for the customer but lack value-added advantages. In the designing stage of the new product or service there will be no dilemma whether to include this attribute or not. It is not advised to spend money on something with so little worth, but with adequate promotion or renewal strategies, the respective attribute can become a possible weapon in the future;
• up in the air (0 -3 very low importance, 0 -0.25 very low value-added) -such an attribute can be easily excluded in the majority of cases, because it triggers neither satisfaction nor dissatisfaction. In extremely rare situations such an "up in the air" characteristic can gain some value;
• potential (3 -5 low importance, 0.25 -0.5 low value-added) -potential attributes represent the most interesting items of this domain because they can easily be transformed into weapons or wealth. If not costly to implement, it is advised to include them in the new product or service design;
• possibility (0 -3 very low importance, 0.25 -0.5 low value-added) -the scarce added value of these attributes and the very low importance for customers makes them easy to neglect in the conception of the product, but have a possible importance in future development ideas.
The horizontal arrow below the importance of wants variable -"promotion/customer education" -represents a possible improvement strategy which, as Kuo, Chen and Deng (2012) have argued, may help the newly developed product or service to maintain its Six Sigma efficiency standard and the educated and informed customer to appreciate valuable experiences. It also envisages a considerable marketing and PR effort. With the help of this strategy, the present detected attractive or prospective attributes can become valued and extremely useful weapons against competition.
Even if we are in the design stage of a new product, managers must always consider potential improvements for sustainable growth in years to come. Therefore, the vertical arrow -"continuous renewal" -serves as the main strategic objective of smart companies. They must always come up with something new or improved in order to delight customers through value-added processes. Continuous renewal may transform costly insurance in assurance or a shield attribute in a strategic advantage.
The HWWP model not only provides an overview of the new product or service's relevant attributes but also facilitates a managerial strategic thinking. For a better understanding of the model, we have implemented it in the design stage of a new shoe customisation service for a local shoe manufacturing company.
Case study -implementing the HWWP model for a new customisation service
In an attempt to add value to its offer, a shoe manufacturer aims to develop a customisation service for customer delight. The company wishes to address a younger target group and therefore needs an adequately designed service for selling and customising shoes.
Methodology
The target customer requirements regarding a possible customisation option have been identified starting from a questionnaire-based market research: ease of use, time optimisation, interesting design, interactivity, large number of options for customisation, large number of shoes to be customised, and several payment options. Due to the fact that the identified features were too general for an adequate understanding of the VOC, several possible service attributes have been developed, reaching a total number of 14.
The Kano questionnaire has been built, based on a pair of two questions for each specific service characteristic to which the customer could answer in one of five different ways (Yang and El-Haik, 2008) . Thereby, one question from each pair had a functional form (concerning the reaction of the customer if the product had that feature) and the second question had a dysfunctional form (concerning the customer's reaction if the product did not have that feature). The standard importance questionnaire has been used with the following scale: 1 (Not at all Important)... 9 (Extremely Important).
Before applying these questionnaires, an optimal proportional sample size has been established. People with ages ranging from 19 to 45, persons who demonstrate an increased online buying behaviour have responded to the questionnaires, both by mail (1/3 of cases) and by standard face-to-face oral interviews (2/3), totalling 164 individual valid responses.
Based on the Kano questionnaire, after taking into account the entire amount of responses, each service attribute was granted a category stated in a general table of results evaluated according to frequencies. The classification of quality attributes was tested through a t-test in order to compare the proportions of customers classifying a quality attribute to a specific quality category. The classification of the attributes is statistically significant, that is, 12 of them at p < 0.01 and 2 of them at p < 0.05.
The value-added criteria for the first variable of our model was analysed based on Berger et al. (1993) ' s positive better average numbers which state whether customer satisfaction can be increased by meeting a certain quality attribute (customer satisfaction coefficient -SC).
We consider that the SC coefficient represents the value an attribute adds to a service and therefore we analyse it according to relation (1)
The positive SC coefficient ranges from 0 to 1; the closer the value to 1, the higher the influence on customer satisfaction. But if it approaches 0, there is very little influence.
For the last variable of our model, we have developed the importance of wants questionnaire which has been distributed along with the Kano questionnaire. Table 1 presents the Kano categories which emphasize the four main domains of our model, with the customer satisfaction results (SC) which outline the value-added of each new service attribute and the average importance intervals (we have computed the importance answers across all 164 respondents). Based on the results in Table 1 , we have constructed the HWWP model for the shoe customisation service as stated in Figure 3 . 
Results

Discussions
The first customer requirement, information clarity and concision does not have a very consistent influence on customer satisfaction, but if not fulfilled, it causes customer dissatisfaction especially in an online environment where information ambiguity determines a user to quit the platform in the majority of cases. Therefore this must-be attribute is placed in the health domain where it assures a steady condition. In future years the company can maintain this health attribute by cost efficiency strategies.
The ease of use is desired and represents a one-dimensional feature because consumers consider it important. Gadgets, links and other tools must be easy to use by usual individuals with medium online experience. In addition, it provides also increased value, becoming a relevant weapon in the battle for survival and excellence. In the future, by promoting the ease of use of their service, this attribute can become an effective shield against similar services.
Loading time optimization is a one-dimensional feature that every customer desires, situated in the future service's "weapon department" as a helping mechanism for customer satisfaction. Once you click on a web page, you wish it loads instantly. But when designing a product as a whole, attribute interactions are critical. For the customisation option, we must take into consideration the fact that many images with high resolution may jeopardize the loading optimization.
When ordering a pair of shoes on the Internet, the customer desires a quick confirmation and also a very fast delivery. This service attribute must be standardized into a time frame that is optimal for both the company and the customer, but it must not exceed one day. If adequately designed and implemented the service will satisfy and differentiate the service from competition, as a "helping hand" for the client.
A modern design of the webpage where the customisation will take place is considered an attractive requirement, being situated in the wealth domain of our model as a precious attribute similar to jewellery. Therefore the customer will be delighted to visualize a fresh and innovative design, which will be pleased to work with. But if the company does not provide such a modern design, the customer may be satisfied with a classic one as well. The medium importance and pretty high value it adds to the new service are reason enough to include this characteristic to the new corporate offer if costs are low.
When customising a pair of shoes, a 3D format is extremely attractive, as if finding a goldmine. The customer can see the model's details and its colour or material can easily be changed. It would be a plus for the company and especially for the new service to provide such a feature. Nevertheless the increased cost with its implementation may trigger debates.
For understanding all the specificities of a model an image rotation option is very attractive. Combining the 3D format with a rotating image and a modern design, the service will be unexpected and surprising.
Viewing other's customisation orders has an influence on customer satisfaction, adding value to the experience. The majority of customers are indifferent to viewing other customer's customisation orders. This prospect attribute can be improved and implemented further on into the service, when weapons wear out, for a fresh new wealth element.
The possibility of customising all collections of the company is seen as attractive because it supplies wealth and delight. But we can easily notice that this attribute holds a low level of importance; this leads us to think that the company has a manoeuvring space, it can provide for customisation only shoes which are designed for promotion and not the entire collection.
When customising a pair of shoes, having the possibility to change their colour is seen as attractive in 39% of cases and desired in 34%. Therefore, it represents an attribute commuting from an attractive to a one-dimensional category. This weapon, when wisely used, can become a steady strategic advantage, retaining customers and satisfying their needs.
In the same way, customising leather material and adding accessories to a pair of shoes represent weapons and more specific helping hands for passionate users. In a few years, with adequate promotion and improvement, these attributes can become the firm's strategic advantage.
Last but not least, the multiple payment options attribute is considered one-dimensional, being situated in the weapon domain of the HWWP model. This feature may bring dissatisfaction if the company does not provide two or three payment possibilities. With increased ease of use options, the firm can transform it in a tactical advantage.
Conclusions
When designing a brand new product or service, companies want to have a first-time-right success. Therefore, they need to assess the voice of the customer (VOC) and visualize its quality attributes in a simple and suggestive manner.
Even if the majority of recent studies have failed to determine significant explanations of the theory of attractive quality, the authors have learned to merge interesting ideas from the "explosion phase" (Witell, Löfgren and Dahlgaard, 2013) and build on the foundations of the Kano methodology. The recent focus on Kano categories introduction and evaluation perspectives (Ipek Ek and Çikiş, 2013), on quality category transformation (Borgianni and Rotini, 2013) , and on the need to create customer loyalty through delight (Högström, 2011) made the authors to rethink the Kano methodology for a delightful product or service design from scratch with an evaluation perspective (importance of wants and value-added quality for customer satisfaction), which adapts to category lifecycle transformations for continuous organizational strategic thinking.
Due to the fact that current measuring models for the voice of customer were not suited for the conception of a new corporate offer, the proposed HWWP model represents a managerial tool with easy to understand domains and suggestive categories for business excellence strategic thinking.
Future research will focus on the degree in which the model can be used for improvement of already launched products or services. In this case we must take into consideration key performance indicators related to a customer, marketing, and operational perspective.
